Cultural consumption is often viewed as a form of embodied cultural capital which can be converted into economic rewards because such practices increase the likelihood of moving into privileged social positions. However, quantitative evidence supporting this proposition remains uncertain because it is often unable to rule out alternative explanations. Cultural consumption appears to influence hiring decisions in some elite firms, in both the U.S. and the U.K., but it is unclear whether these processes are generaliseable to other professional occupations and other labour market processes such as promotions. We examine these processes using data from Understanding Society, an individual-level panel survey conducted in the UK, allowing us to explore whether cultural consumption predicts future earnings, upward social mobility, and promotions. People who consume a larger number of cultural activities are more likely to earn higher wages in the future, to be upwardly socially mobile, and to be promoted. Cultural consumption, then, can function as cultural capital in some labour market settings, potentially contributing to the reproduction of income inequality between generations.
Introduction
Cultural consumption is correlated with social position (Bennett, et al. 2009; Chan 2010) . Across high-income countries, people who are highly educated, have higher incomes, and work in privileged occupations are, on average, more avid cultural consumers than people in less privileged social positions (Chan 2013; Jaeger and Katz-Gerro 2010; Peterson and Kern 1996) .
One common explanation for this homology between cultural consumption and social position presumes there are economic returns to participating in cultural activities (Bills 2003) . Or, to be more concrete, consuming certain cultural products may increase the likelihood of moving into privileged social positions and thereby increasing future earnings (Bourdieu 1984; Rivera 2011) . Economic returns to cultural consumption may arise because these practices smooth access to privileged social positions in situations where gatekeepers prefer people who are already similar to themselves (Tilly and Tilly 1998) , allowing evaluators to recognise a candidate as 'one of us'. Likewise, gatekeepers may treat cultural consumption as a signal of other desirable traits that are valuable to firms, such as intellectual curiosity or creativity (Ridgeway and Fisk 2012) . In these circumstances, as Bourdieu (1984) argued, cultural consumption becomes a particular manifestation of 'embodied cultural capital'. 1 Cultural dispositions along with the symbolic mastery of certain cultural forms generate patterns of cultural consumption and these practices, in turn, enable some (rather than others) to secure certain social and financial rewards (Bourdieu 1986) . It is precisely the 'convertibility' 2 of cultural consumption into other (economic) resources that potentially makes attending the theatre, and the underlying dispositions which give rise to this practice, a form of cultural capital.
Despite broad support for the idea that cultural consumption qua embodied cultural capital contributes to class reproduction and facilitates the accumulation of economic capital, much of the existing quantitative evidence linking economic resources and cultural consumption remains fragile (Bills 2003) . Quite simply, this proposition has not yet been 'demonstrated empirically' (Rivera 2012) . Very few studies have quantitatively examined the association between cultural consumption and economic resources; those that have cannot necessarily rule out alternative explanations because they use cross-sectional data (Borocz and Southworth 1996) or because they 5 treat economic resources as a predictor rather than an outcome (Alderson, et al. 2007; Bennett, et al. 2009; Bukodi 2007; Chan 2010) . In contrast, a great deal of research has documented the economic returns to institutionalized forms of cultural capital, such as educational credentials (Hout 2012) ; however, these studies often rely on longitudinal data that follow the same individuals over time, something that remains rare in studies of culture and social stratification (Reeves 2014) . Without longitudinal data, it will be difficult to document whether cultural consumption is convertible into financial rewards through labour market mechanisms.
Beyond the basic uncertainty regarding whether cultural consumption leads to financial rewards, there are also deficiencies in our understanding of when and for which groups cultural consumption may become a form of cultural capital. Indeed cultural consumption does not translate into economic resources in all situations and for all groups (Bourdieu 1986) . Relatively few occupations are looking for people interested in '18 th -century literature and avant-garde film' (Rivera 2012 ) but this does not mean cultural consumption plays no role in hiring decisions. Elite professional service firms and the creative industries both use cultural interests to inform selection processes (Ashley, et al. 2015; Koppman 2015 ) and yet whether the insights generated in these specific labour markets can be generalised to other occupations and to related labour market processes, such as promotions, continues to be an open question. Addressing these gaps requires nationally representative data that allows us to unpack whether the economic returns to cultural consumption become visible through certain labour market processes, such as hiring and promotions, and whether these returns are greater in occupational settings where the barriers to entry are higher, such as the professions.
Understanding these processes has important implications not just for cultural sociology but also for the study of inequality. If cultural consumption is not associated with future earnings then the convertibility of cultural consumption into financial rewards would appear to be rather limited, suggesting such practices are not a particular strong form of cultural capital. However, if the cultural capital argument is correcti.e., if cultural consumption predicts future incomethen cultural dispositions may be one of the mechanisms through which inequality is reproduced, thereby further explaining the link between family background and future earnings (Blanden, et al. 2007; Lamont, et al. 2014) .
In this paper we take advantage of nationally-representative, longitudinal data from the UK to explore whether cultural consumption predicts future earnings in ways consistent with cultural capital theory. We find that people who consume more cultural activities earn more in the future; they are also more likely to experience upward social mobility and to receive a promotion. We also find that the association between cultural consumption and future earnings is strongest among those with higher educational attainment and who are working in professional occupations, indicating that particular patterns of cultural consumption matter more in some occupations than others.
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Cultural consumption is one important manifestation of embodied cultural capital that contributes to the distribution of economic resources within society and may contribute to the persistence of privilege.
Social origins, cultural convergence, and cultural capital
Family background and educational attainment are both strong predictors of cultural consumption and future earnings (Bourdieu 1984; Hout 2012) . But these factors do not entirely explain the link between culture and income nor the processes through which family background leads to higher earnings. For example, after controlling for education and social origins, income is positively associated with cultural consumption in the UK (Bennett, et al. 2009 ), among other high-income countries (Alderson, et al. 2007; Jaeger and Katz-Gerro 2010) .
In this paper, we are concerned with the portion of the culture-income association not explained by education or family background (and its effects outside the cultural realm, such as access to professional networks). Excluding these factors leaves us with a process of convergence and/or a process associated with cultural capital. Cultural convergence theories suggest income may predict future cultural practice. Individuals who move into privileged social positions adapt their cultural interests and practices to increase the degree of homogeneity between themselves and their new peers. Cultural capital theories suggest cultural consumption may increase the likelihood of moving into privileged social positions.
These two theories can be viewed as a 2x2 table (Figure 1 ). If Box I reflected the data generating process then we would not expect a strong correlation between earnings and patterns of cultural consumptionindependent of family background and educational attainment. Box I is unlikely because a close association between cultural consumption and social position has already been demonstrated across many countries. Convergence  No cultural capital  I  II  Cultural capital  III  IV Boxes II and III both imply that only one of these processes generates the association between social position and cultural consumption. In Box III cultural capital alone is the driver of this link. This view is inconsistent with theory and evidence suggesting new members of a group partially adopt the pre-existing patterns of cultural consumption among long-standing members (Daenekindt and Roose 2014; Edelmann and Vaisey 2014; Friedman 2012; Lizardo 2006) . For example, civil servants and politicians attend the opera regularly, not because they necessarily enjoy it but 7 because it is a 'key form of sociability' where 'a lot of senior civil servants meet each other' (Bennett, et al. 2009 ).
Figure 1: Explaining the association between cultural consumption and income.

No convergence
Given support for convergence processes, we explore whether cultural consumption as a form of cultural capital predicts future incomes. If cultural consumption does not predict future incomes then this would offer some support for Box II, providing evidence against cultural capital mechanisms in this setting. Contrastingly, if cultural consumption does predict future incomeindependent of other factorsthen this would suggest Box IV is the most likely explanation for the association between income and culture, which implies a mixture of both convergence and cultural capital.
How cultural consumption affects hiring and promotions
Income and occupational status are products of decisions made around hiring and promotions; and so, if cultural consumption is convertible into higher future earnings then it should be most visible in processes associated with hiring and promotion (Koppman 2015) . The capitalization of cultural consumption may both coalesce around, and be revealed by, these labour market processes.
Evaluators on hiring committees serve as gatekeepers to occupational status and higher wages, and so the interview is a critical site in which social strata are formed and reproduced. Hiring decisions can involve (i) a selection process and (ii) a matching process (Tilly and Tilly 1998) ; and, consistent with cultural capital theory, both processes may advantage those who consume a larger number of cultural activities (Bills 2003) .
Selecting on cultural consumption may be a heuristic device used by evaluators during hiring process. If cultural consumption signifies high-status origins then evaluators, recognising such cues, may regard the candidate as 'one of us', enabling them to enact social closure on criteria less transparently associated with class origins (Lamont, et al. 2014) . Broad cultural consumption could also be important to firms because it represents desirable dispositions or traits (Erickson 1996) . Cultural variety may be viewed as an indicator of intelligence (Koppman 2015) or interpreted as the capacity to coordinate with others. This may be especially important in middlemanagement, where working with people throughout the organizational hierarchy is essential (Thiel 2007) . Within the creative industries, broad cultural interests are viewed as a sign of creativity, intellectual curiosity, and innovation (Koppman 2015) ; and, because these skills and traits are desirable in many occupations, firms may use cultural consumption to select imaginative candidates. Participating in a wide range of cultural activities may therefore be symptomatic of other desirable character traits.
Firms also select individuals using processes of cultural matching (Koppman 2015; Rivera 2012) . Evaluators in elite firms selected on 'superior cognitive and noncognitive abilities' but they also cared about participation in 'high status and/or time-8 consuming leisure activities' (Rivera 2012 (Rivera : 1004 , which were also enjoyed by the hiring committee (Rivera 2011) . Cultural similarities facilitate bonding and build trust (Erickson 1996; Koppman 2015) , and thereby communicate to evaluators whether potential candidates will be a good 'fit' with the firm (Rivera 2011) . 'Fit' describes the perceived similarity of the candidate to the firm's 'existing employee base in leisure pursuits, background, and self-presentation' and is used to select candidates in the U.S. (Rivera 2012 (Rivera : 1007 and the UK (Ashley, et al. 2015) . Applicants from less privileged social backgrounds struggle to demonstrate 'fit' because they have often not acquired the right dispositions or tastes which will establish a connection with evaluators (Ridgeway and Fisk 2012) . Contrastingly, candidates with varied cultural consumption may have a greater chance of quickly establishing common ground with gatekeepers through shared interests leading to positive affect between evaluator and candidate, which, in turn, increases the likelihood of obtaining the job.
Beyond hiring, promotions are another mechanism generating higher earnings and occupational status, and where varied cultural consumption may continue to confer advantages on candidates. One reason firms select on 'fit' is that evaluators believe it will increase retention (Rivera 2012) . Promotions then become both a reward for and a signal of 'fit'. In fact, cultural consumption may be more important for promotions because it is more accurately observed through sustained everyday interaction. Even in non-elite occupations, varied cultural consumption is an important characteristic of those who are managers or supervisors, enabling them to foster bonds of trust with a range of colleagues. This is more than just a matter of social ease, these traits are desirable because they allow coordination (Erickson 1996) , a highly desirable trait in large, complex firms. Varied cultural practice, then, may also predict future earnings to the extent it increases the chances of receiving a promotion.
Cultural consumption, professional occupations, and barriers to entry
The evidence connecting cultural consumption with economic rewards comes from quite specific labour markets (Ashley, et al. 2015; Koppman 2015; Rivera 2012) ; but these selection and matching processes are not unique to elite or creative firms and so cultural consumption may become a form of cultural capital in professional occupations more generally. In fact, cultural consumption may be important to any industry relying on informal recruitment practices and networking (Granovetter 1973) . Trust is a core motivation for hiring and promoting someone in situations of uncertainty (Kanter 1977) , and evaluators often rely on social similarity or shared interests as a basis for trust because these commonalities generate positive emotions, e.g. 'liking', regarding the candidate (Nicholson, et al. 2001 ). This nexus (shared interests, liking, and trust) is not only highly relevant for elite firms but is also apparent in a range of other professional or skilled occupations.
Cultural consumption may also become especially salient in formal selection processes when the variance between candidates on essential criteria is small.
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Certainly interviewees at elite professional service firms are all assumed to have some basic level of intellectual ability (Rivera 2012) and so evaluators begin to seek other criteria on which to differentiate candidates. In this context, interviews and promotions will most likely be the sites in which culture comes to the fore because this is the moment whenhaving selected those with appropriate credentials and experiencethe differences between candidates will be smallest. This will apply to elite firms but also to other professional occupations where the barriers to entry remain relatively high (Ashley, et al. 2015) . It is precisely the low degree of variance among candidates that prompts these occupations to pursue sustained interviews over a long period of time, which increases the likelihood that evaluators will use culture as a way of selecting appropriate candidates (Ashley, et al. 2015) . If cultural consumption becomes more salient in settings when the variance between candidates is low then the economic returns to cultural consumption will be greatest within occupations that maintain high barriers to entry by, for example, requiring a university degree, such as the professions.
Taken together, this literature suggests the conversion of cultural consumption into embodied cultural capital may be especially evident within certain labour market processes and within particular labour market positions. Consuming a wide range of cultural activities may inform the processes of hiring and promoting by helping candidates establish trust with evaluators and demonstrate desirable skills or characteristics, especially in professional occupations and among those possessing a university degree.
What types of cultural consumption matter?
If cultural consumption plays a role in hiring and promotion decisions, what types of cultural consumption may be converted into economic rewards? It is unlikely that firms select directly on specific activities, such as golf, or on specific types of activity, such as highbrow consumption. Even within creative or elite firms, sectors where highbrow consumption may be most valuable, evaluators were less interested in 'avant-garde film' than whether candidates were a good 'fit' (Rivera 2012) .
We argue, therefore, that the volume of cultural consumption (Bennett, et al. 2009; Warde, et al. 2008 ) may play a particularly important role in these processes because the number of cultural activities people consume captures underlying, durable, and relatively scarce dispositions that may comprise embodied cultural capital (Bourdieu 1986). Of course, measuring the volume of consumption does not register how people consume cultural products, a key component of embodied cultural capital that is difficult to capture in quantitative data (Friedman 2011) . But, qualitative evidence, too, has stressed the importance of varied cultural interests in both the selection and matching mechanisms that convert cultural consumption into cultural capital (Rivera 2012) . Crucially, we believe popular but not necessarily illegitimate activities, such as film, may be as important in these labour market processes as more legitimate forms 10 of culture, such as the theatre. Varied cultural consumptionas a particular form of symbolic mastery -is part of 'the labor [sic] of accumulation and inculcation' so central to the acquisition of embodied cultural capital (Bourdieu 1986).
Empirical implications
There are a number of empirical implications of this discussion. First, broad cultural consumption will predict future earnings becauseover and above other factorsthe volume of cultural consumption will have some value to firms. Second, the economic returns to varied cultural consumption will be highest for those in occupations with higher barriers to entry: i.e. professional occupations. Third, cultural practices will increase the likelihood of moving into professional occupations where there are higher barriers to entry and where the skills associated with cultural consumption are highly desirable. Fourth, varied cultural consumption will also predict future promotions. Fifth, if cultural consumption is a form of cultural capital then it will influence future earnings through labour market processes and so should not be correlated with future nonlabour market income, such as investments and benefits.
Data and method
To explore these processes we use data from UK Household Longitudinal Study, also known as Understanding Society (USoc). USoc is an individual-level panel survey which began in 2009 and includes all of Great Britain. Data is collected over 24 months. For example, wave 1 began in 2009 and was completed in 2010. Wave 2 began in 2010 and was completed in 2011. The sample includes approximately 30,000 households and 50,000 individuals. The sample design for wave one was based on a clustered, stratified sample of addresses. Households were randomly selected from 2,640 general population sectors and subsequently stratified by population density and ethnicity. Wave one of the USoc consisted of an equal-probability clustered sample of 47,520 addresses.
USoc is well-suited to examining the relationship between cultural consumption and future earnings for three reasons. First, data on cultural engagement was collected in 2010-2011 while earnings data was collected in 2010-2011 and 2011-2012. While imperfect, there are very few longitudinal sources of cultural consumption data and so this survey provides a unique view of the association between cultural consumption and future earnings (Reeves 2014) . Second, USoc contains a rich set of sociodemographic measures, including parental education, changes in employment status and occupation, and, importantly, earnings. Third, USoc also includes measures of IQ and personality (using the Big-5). This data set enables us to explore the relationship between cultural consumption and future earnings but also to test some of the other mechanisms that might explain these associations. To check the reliability of our findings we replicate our analysis with the British Household Panel Survey, which 11 preceded USoc and allows us to test the same relationship over a much longer time period.
Measuring cultural consumption
USoc asks respondents: 'In the last 12 months, have you been to any of these events? (Please only include events attended in your own time or for the purpose of voluntary work.)' The interviewer then lists each of the 14 activities: 'film at a cinema', art exhibition, 'event which included video or electronic art', 'event connected with books or writing', street arts display, carnival, or the circus (not animals), play/drama, opera/operetta, classical music performance, rock, pop or jazz performance, ballet, contemporary dance, and 'African people's dance or South Asian and Chinese dance'.
Our primary indicator is a cumulative measure of the total number of activities in which respondents participated ranging from 0 to 14, but we collapse the top end of the scale due to small numbers by recoding values 6 through 14 as 6. These measures of cultural consumption are largely unidimensional and internally reliable ( = 0.75). Approximately 27.7% of the sample did not participate in any of these activities while 22.6% participated in 1 activity, 17.5% participated in 2 activities, 11.7% participated in 3 activities, 7.8% participated in 4 activities, 5.3% participated in 5 activities, and 7.4% participated in 6 or more activities.
This additive scale of cultural consumption is not intended to measure omnivorousness; the available measures of cultural practice are all relatively highstatus practices and so do not capture high-and lowbrow tastes within or between genres. Rather, this scale measures the underlying structure of how people approach cultural practices (Warde, et al. 2008) . The additive measure assumes that if an individual, for example, participates in 3 activities then the particular combination of activities matters far less than the simple fact that there are 3 activities. In this sense, it is how people engage with cultural practices (namely, the breadth of their practice) that matters rather than what they specifically spend their time doing.
Dependent variables
Our main outcome of interest is earnings. USoc collects data using a self-reported measure of total gross labour income per month measured in pound sterling. This measure includes over-time and any earnings from a second or third job but not income from a partner. 3 Respondents are asked, where possible, to match their selfreported earnings to payslips, providing further validation.
We are also interested in the mechanisms through which income might increase: changing job or receiving a promotion. Change in occupation is measured using the 12 National Statistics-Socio-Economic Classification (NS-SEC). We examine the likelihood of someone moving into the professional service class (NS-SEC classes 1 and 2 of the 8-class version) within the next year, given that they are not currently a member of that class position. To measure a promotion we use both job history data, which includes a measure of whether a change in occupation was due to a promotion or not, and also whether respondents have become a 'supervisor' in the last 12 months. No specific criteria are used to define 'supervisors' and so respondents answer this question according to their perception of their employment situation. This may create some bias but we minimise this possibility by focussing on change within individuals over time. As a falsification test, we also change the dependent variable to sources of income we do not expect to be affected by cultural consumption, namely income from sources outside of the labour market, such as investments or savings, and income from benefits and other sources. This measure is validated in the same way as the measure of labour earnings.
Independent variables
Our main models include the following socio-demographic covariates: sex (1=female), age at date of interview, marital status (0=Never married, 1=Cohabiting, 2=Widowed, divorced, or separated), self-reported health (five-point scale; 0=Very poor, 4=Excellent), educational attainment (1=university degree and 0 otherwise), social class measured using the NS-SEC (0=Routine manual occupations, 1=Semi-routine manual occupations, 2=Lower supervisory and technical occupations, 3=Intermediate occupations, 4=Managerial, administrative and professional occupations), access to a car (1=Has access and 0 otherwise), usual number of hours worked (in the present and one year ahead), contract type (full-time=0; part-time=1) and a series of dummy variables for each of the 19 government office regions of the UK.
Cultural consumption may be correlated with future earnings because of other confounders such as sociability, intellect, or family background. We also include measures of these factors in our models. Family background is measured using: 1) father's education and 2) mother's education. Personality is measured using the Big-5 (openness, agreeableness, conscientiousness, extraversion, and neuroticism). Cognitive ability is measured through four distinct tests: 1) score on a number series question, 2) an immediate word recall task (number of correct items), 3) a numeric ability test (number of correct items), and 4) a verbal fluency test (number of correct answers). (Described in detail in the Web Appendix 1).
One of the main predictors of future earnings is current earnings because earnings are not constantly under negotiation. We include a measure of present earnings in our models predicting future earnings to test whether cultural consumption can meaningfully predict future earnings over and above the impact of current earnings.
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Statistical models
To estimate the association between the number of cultural activities in the present and future earnings we use a lagged-dependent variable, OLS regression model. This model estimates the association between current cultural consumption and future earnings (one year ahead) while accounting for current earnings:
Here i is individual and t is year. Earnings is the dependent variable and a lag in the model (β1). In most of our models, Culture is the number of activities respondents state they consumed over the last 12 months. X is a vector of control variables adjusting for various confounders mentioned above. Standard errors are clustered for repeated observations.
This model is a stringent test of our hypothesis because it assumes that economic returns to cultural practice will be observable after only 1 or 2 years. Of course, this model does not assume that every culturally active person will experience these advantages in the same year, rather it assumes that, on average, culturally active people will be more likely to experience these advantages, therefore increasing earnings over the next 12-24 months (using USoc) or over the next 24 months (using BHPS).
Results
Is cultural consumption correlated with higher future earnings?
Without adjusting for other covariates, people who participate in an additional cultural activity in the present earn, on average, £175 per month more one year later (95% CI: £162 to £189) (see Table 1 : Model 1). This remains largely unchanged when controlling for age, gender, marital status, and health status (Table 1: Model 2). However, once we control for educational attainment, contract type, social class (see Table 1 : Model 3), and current earnings the association between current cultural consumption and future earnings is attenuated (Table 1: Model 4). Finally, adjusting for regional differences does not qualitatively alter the association between cultural consumption and earnings. We find that, over and above the impact of current earnings and the other socio-demographic controls, respondents who participate in an additional cultural activity earn £25 per month more in one years' time (95% CI: £16 to £33) than an otherwise identical person ( Personality type and cognitive ability may predict both cultural consumption and future earnings (Moutafi, et al. 2007; Zagorsky 2007 ) and so we include measures of both personality (using the Big-5) and cognitive ability in our model ( Table 2) ; finding that they do not explain the association between cultural consumption and future earnings. 4 People who are broad cultural consumers are more likely to come from affluent family backgrounds and so cultural consumption may predict future earnings because it is a proxy for family background. We control for social origin by including measures of father's education and mother's education in our model ( Table 3) ; finding that people who participate in an additional cultural practice still earn approximately £24 more per month than those who do not. 
Is the association between cultural consumption and earnings higher when the barriers to entry are greater?
We next explore whether cultural consumption has this same predictive power for people in different positions in the labour market. We anticipated that the association between cultural consumption and earnings would be higher for people in highly skilled labour market positionsi.e., those with university degrees and who are working in professional occupations. To test this hypothesis we re-estimate model 5 in table 1 but we now include an interaction term between educational attainment and our measure of cultural consumption. (We also estimate the same model using an occupationculture interaction.) Here we use education and occupation as proxies for highly skilled labour market positions where the barriers to entry may be higher.
Figure 2: Association between cultural practices and earnings is greater for those with more education
Notes: Vertical bars are 95% confidence intervals. Results come from Table 1 : Model 5 with one difference: this model includes an interaction term between cultural participation and education. Education levels (1 = No qualifications, 2 = Apprenticeships, 3 = GCSEs of equivalent, 4 = A Levels or equivalent, 5 = Further education, and 6 = University graduate).
We find that the economic returns to cultural consumption are greater for those with higher levels of education (figure 2) and for those in higher social classes (see figure  3) . Cultural practice has no clear association with future earnings among those whose highest qualification is GCSEs (i.e., left school at age 16). However, among university graduates, cultural practice is associated with substantially higher future earnings. The difference in monthly earnings in one years' time between someone who participates in none of the activities versus those who participate in 4 activities is £258 per month (95% CI: £102 to £413).
Participates in 0 activities
Participates in 4 activities 
Figure 3: Association between cultural practices and income is greater for those in the service class
Notes: Vertical bars are 95% confidence intervals. Results come from Table 1 : Model 5 with one difference: this model includes an interaction term between cultural participation and occupation class.
Replicating our findings using the British Household Panel Survey
To ensure our findings are not an artefact of the short panel in the USoc data, we replicate our main models using data from British Household Panel Survey (BHPS) 5an individual-level longitudinal survey from the UK which preceded USoc but expands the number of years substantially. Although this data covers a much longer period than USoc, data on leisure activities is only available every other year from 1996 to 2008 and the range of leisure activities in the survey is narrower (see Web Appendix 2). Despite these differences, we re-estimate similar models exploring whether the number of leisure activities is correlated with earnings in two years' time (the biennial data collection for the cultural consumption data means we look two years into the future). As above, broader cultural consumption is association with higher earnings, even after including the same set of controls (Web Appendix 2).
Does cultural consumption predict future social mobility and promotions?
If cultural capital explains the link between cultural consumption and future earnings then we would expect that cultural consumption will increase the likelihood of upward social mobility, i.e., of moving into the professional service class. Further, cultural 
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consumption may increase the likelihood of achieving a promotion because this too will be influenced by cultural capital processes.
To test these hypotheses, we estimated whether participating in more cultural activities increased the likelihood of moving into the service class in one years' time (given that they are not currently a member of that social class in the present) over and above the impact of our control variables. Those who participate in an additional cultural activity are more likely to move into the professional service class (AOR 1.10, 95% CI: 1.02 to 1.18) compared to an otherwise similar person (Table 4 ). This group of upwardly mobile people are predominantly university graduates (AOR 2.14, 95% CI: 1.58 to 2.88) who are in intermediate occupations (AOR 2.92, 95% CI: 1.77 to 4.79). These individuals are already in social positions proximal to the professional service occupations, suggesting that cultural consumption is most influential for those who are already in fairly privileged class positions. Notes: Standard errors are clustered for repeated observations and reported in parentheses. Predicts likelihood of moving into the service class given that they were not in the service class at t-1. * p < 0.05, ** p < 0.01
People who participate in a larger number of cultural activities are also more likely to become a supervisor over the next 12 months (AOR 1.06, 95% CI: 0.99 to 1.13), even without changing occupations (Table 5 ), 6 and the same is also true in the BHPS data which covers a longer time period (AOR 1.12, 95% CI: 1.05 to 1.19). Likewise, again using BHPS data (this measure is only available here), people who engage in a range of cultural consumption have a greater likelihood of changing job because of a promotion (AOR 1.19, 95% CI 1.08 to 1.32) (Web Appendix 3). 20 Notes: Standard errors are clustered for repeated observations and reported in parentheses. Model 2 adjusts for a linear time trend. Predicts likelihood of becoming a supervisor given that they were not a supervisor at t-1. Both models are also restricted to those who stay in the same occupational code (SOC code). † p <0.1, * p < 0.05, ** p < 0.01
Does cultural consumption increase non-labour income?
We have argued that cultural consumption as a form of embodied cultural capital will predict higher earnings in the future; but should not affect all forms of income equally. For example, we would not expect cultural consumption to be correlated with income from sources outside of the labour market, such as income from investments and/or benefits. Therefore, as a falsification test, we examine whether cultural consumption predicts future non-labour market earnings using the same model described in table 1 except that now the dependent variable (including the lagged measure) is non-labour market earnings (Web Appendix 5). This is not a perfect comparison because fewer people have access to non-labour income and so the sample size in this regression model is considerably smaller. But, even using this restricted sample, we still find that the relationship between cultural consumption and labour earnings remains the same. In contrast, however, there is no clear association between greater cultural consumption and future non-labour earnings (the coefficient of the association is zero).
Sensitivity tests
We also estimate a variety of sensitivity tests to ensure our results are not the consequence of our model specification. These are described in detail in web appendices 6-16. We briefly outline them here but in every case they do not make a difference to our findings: (1) we estimate a fixed-effects model (Web Appendix 6); (2) we restrict our models to those people who remain in the same occupational code (SOC code), removing people who change job without changing class (Web Appendix 7); (3) we use more fine-grained social class data (Web Appendix 8); (4) we logtransform wages (Web Appendix 9); (5) we removed outliers, namely those individuals whose earnings increased or declined by more than £10,000 over a one-year period (n = 19) (Web Appendix 10); (6) we re-introduce small employers and own account workers in small firms (Web Appendix 11); (7) we re-estimate our main model including all possible control variables (including cognitive ability, personality and family background), which reduces the sample but does not change our findings (Web Appendix 12); (8) we testusing BHPS because of the longer durationwhether the trajectory of earnings change is driving the results by including an additional lag in the model to capture this trajectory (Web Appendix 13); and (9) we also modelled the change in earnings (rather than a lagged dependent variable model) (Web Appendix 14) . Taken together, these sensitivity tests suggest the association between cultural consumption and future earnings is not explained solely by model specification.
Discussion
Through examining individual-level, longitudinal data, we have found that cultural consumption predicts future earnings. People who participate in a wide variety of cultural activities earn more in one years' time than otherwise similar people who participate in a narrower range of cultural activities. This association remains even after we account for socio-demographic characteristics, educational attainment, family background, measures of cognitive ability, and personality. But this association is only observed among specific groups. It is greatest among those who possess a university degree or who work in occupations where the barriers to entry are higher, such as professional occupations. Finally, participating in a wide variety of cultural practices also increases the likelihood of upward social mobility, of becoming a supervisor within the same occupation, and of changing jobs because of a promotion.
Cultural consumption, cultural capital, and the shape of the social space
The convertibility of cultural consumption into economic capital may have important implications for debates about how the volume and composition of capital structure the social space. In Distinction, Bourdieu (Bourdieu 1984) argues the social space is divided by two axes: the primary axis captures the volume of capital while the secondary axis captures the composition of capital. While similar patterns have been observed elsewhere, this Cartesian structure of the social space has been rather elusive in the UK, where the volume rather than the composition of capital appears to dominate the field of social positions (Bennett, et al. 2009 ). Both the distribution of, and the relations between, key forms of capital generate the social space and so the convertibility of cultural capital into economic capital may fundamentally reshape the degree to which social divisions are determined by the volume or the composition of capital. If, as our results suggest, cultural consumptionas one manifestation of embodied cultural capitalis easily converted into economic capital then distinctions between groups on the composition axis may be less pronounced, albeit not entirely eradicated, than they might be in a society where cultural consumption is less easily converted into financial rewards.
Educational systems cross-nationally may play a crucial role in structuring the distribution of cultural capital (embodied and institutionalized) and determining the convertibility of cultural consumption (Bourdieu 1986). In the UK, it is not uncommon 22 to find both bankers and journalists, stockbrokers and academics attending the same schools and universities, and even studying the same subjects (Reeves, et al. 2017 ). Not only do alumni share similar credentials but the common form of embodied cultural capital acquired during these school years actually expands their career options. Other countries, by contrast, possess educational systems with clearly delineated educational careers that funnel students toward particular professions and in so doing may inculcate particular forms of embodied cultural capital that have more limited convertibility (Bourdieu 1984) . In these settings, then, the composition axis may be more pronounced than contexts where students are less rigidly directed toward certain professions. These are obviously empirical questions that require further analysis but our results suggest that the relations between key forms of capital may play a central role in explaining cross-national differences in the social space thatat first glancemay seemingly undermine Bourdieu's primary theoretical claims.
Culture and the reproduction of inequality
The process of converting cultural consumption into cultural capital also has implications for the reproduction of inequality, where there has been a long-standing debate. Those influenced by Bourdieu have argued that cultural consumption is one mechanism through which privilege is transmitted from one generation to the next (Bourdieu 1984; Lareau 2003) . Even with the democratisation of cultural consumption in many western societies (Peterson and Kern 1996) , there has been concern that varied cultural interests are just a new form of distinction, a way of signalling privilege and accessing elite social positions. In contrast, others have argued that broad cultural consumers are simply more tolerant individuals who are open to a broad range of cultural forms (Chan 2013). Our results suggest that, because some occupations explicitly use cultural consumption to assess candidates, people who consume a range of cultural items are more likely to earn more, be socially mobile, and be promoted. By assessing candidates on these attributes, these firms are selecting on cultural signals that are most common among the middle-class. In short, our results are consistent with the view that cultural consumption plays a significant role in the reproduction of inequality.
Moreover, not only does cultural consumption influence inequality, but our findings suggest that patterns of cultural consumption sit on the pathway between family background and life outcomes, such as earnings. People who are raised in affluent social positions are more likely to develop broad cultural tastes when they are adults (Lareau 2003) and these may increase the likelihood of entering high status occupations and being promoted. These findings complement the large body of work documenting how parents help their children obtain power and privilege through acquiring a range of cognitive and non-cognitive skills (Blanden, et al. 2007 ). They also inform recent work on the 'class ceiling' within professional occupations, where people from less privileged social backgrounds earn less while working in the same job than those who are from more affluent backgrounds (Laurison and Friedman 23 2016). Professionals from less affluent family backgrounds still tend to participate less frequently in a broad range of cultural activities than professionals from more privileged backgrounds. Our results suggest differences in cultural consumption by class origin may partly explain the gap in earnings by class background because less culturally engaged professionals may be a poorer 'fit' within the firm and are therefore less likely to 'get on' even though they have already 'got in'. Families can transmit this privilege by consciously cultivating culturally active children, which may, in turn, increase the likelihood of entering high-status social positions. Whereas, the absence of the correct embodied cultural capital may hamper the career progression of the upwardly mobile.
Our results also draw attention to some of the (missing) pathwaysthe routine practices found in everyday interactionsthat contribute to producing inequality (Lamont, et al. 2014) . Hiring as a process of selecting, or matching, on cultural consumption is an example of one such routine practice (Lamont, et al. 2014) ; and our data suggests that the same can be said of promotions. Whether conscious or not (Ashley, et al. 2015) , micro-interactions in interviews or decision-making processes are illustrative of identification, 'i.e. the process through which individuals and groups identify themselves' and select individuals to become members of these groups based on shared characteristics (Lamont, et al. 2014) . Identification is one of the mechanisms through which culture contributes to inequality because selecting on whether candidates possess 'cultural fit', 'poise', or 'polish' is a cognitive strategy that identifies some people as strong candidates and which simultaneously favours those from more privileged social positions. Through the identification of cultural fit, for example, evaluators are contributing to aggregate inequalities (Ashley, et al. 2015; Lareau 2003) .
Limitations and future research
There are important limitations to this study. First, the number and type of cultural practices examined in our main models is still fairly limited. They do not, for example, distinguish between genres and therefore our results may miss more fine-grained distinctions made by informed cultural consumers. Second, our models are consistent with a causal effect of cultural consumption on income but they do not definitively prove such a relationship. Our results are robust, have a high degree of specificity, and are replicable; yet more research is needed to establish causality and to better understand the mechanisms. Third, our measure of cultural consumption may be soaking up residual variation created by measurement error on other associated variables, such as personality, cognitive ability, and family background. Fourth, our interpretations have focused on the supply side of the employment processhiring and promotionrather than the demand sidecareer choice; and this may also influence the association between cultural preferences and income (Koppman 2015) . For example, some culturally oriented occupations are often low-paid, and arts and humanities graduates suffer a significant wage penalty compared with other graduates. This suggests that accounting for education and career choices (which was impossible with USoc) may in fact strengthen the association between cultural consumption and career success.
Finally, and perhaps most importantly, reducing cultural consumption to discrete measures of annual participation necessarily overlooks vital aspects of how cultural consumption (viewed as the manifestation of underlying dispositions or symbolic mastery) may become embodied cultural capital, aspects that may only be fully captured through more detailed description of cultural engagement through ethnographic or qualitative methods. We hope future work unpacks the empirical regularities documented in this paper by exploring how, in practice, cultural consumption becomes cultural capital.
Conclusion
Our results indicate that cultural consumption and income are positively correlated in part because consuming legitimate cultural activities increases the likelihood of upward social mobility, of becoming a supervisor, and of being promoted. Cultural consumption predicts future earnings, over and above the influence of family background, education, cognitive ability, and personality. The convertibility of cultural consumption into financial rewards may partially explain the link between family background (which is a strong predictor of cultural consumption) and life outcomes, and appears to be one of the mechanisms through which inequality is reproduced.
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Web Appendix 1: Measures of cognitive ability in Understanding Society
The cognitive ability measures for Understanding Society were conducted with adults of all ages, beginning with age 16. We include four variables in our analysis. Memory: For this task, participants are asked to remember as many words as they can from a list of 10 words, which are read by a computer to standardise the presentation and speed of the word list. This is the 'Cognitive ability: Immediate word recall: Number of correct items' variable.
Score on number series questions: For this task, respondents are given a pencil and paper and asked to write down the number sequences as read by the interviewer. The number series consists of several numbers with a black number in the series. The respondent is then asked which number goes in the black.
Numeric ability: In this task, respondents are asked up to five question that are graded in complexity. These questions reflect how people use numbers in everyday life, how will a sofa cost in the price is £300 but it is now in a half-price sale. This is the 'Cognitive ability: Numeric ability: Count of items answered correctly' variable.
Verbal fluency: For this task, respondents are asked to name as many animals as they can in one minute. This is the 'Cognitive ability: Verbal fluency: Count of correct answers' variable.
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Web Appendix 2: Cultural practice predicts future incomes, using BHPS rather than Understanding Society
To construct the measure of cultural consumption in this model we used the following procedure. Respondents are shown a list of activities on a card and then asked: 'Tell me how frequently you do each one'. We have examined responses to five activities:
1) going to the cinema, 2) watching live sport, 3) attending the theatre, a concert, or another live performance, 4) eating at a restaurant, café or pub, and 5) going to a club or pub. These variables were recoded from a five-point scale to a two point scale where 1 = several times per year or more and 0 = once per year or less. We then created a cumulative measure of the total number of activities in which respondents participated ranging from 0 to 5. Web Appendix 6: Cultural practice is correlated with income, fixed effects, using BHPS data
Using BHPS data due to a longer data collection period, we estimated the relationship between cultural consumption and earnings using a fixed-effects model instead of a lagged dependent variable model. We have not used fixed-effects modelling in our main analyses because this tests a slightly different hypothesis from the one we are examining in this paper. A fixed-effects model would test whether change in cultural consumption within person A is correlated with change in income for that same individual. This model would estimate a different relationship between the dependent and independent variable than we are hypothesising, suggesting that incomes increase if an individual begins consuming more cultural activities. Instead, we are testing whether people who participate in more cultural activities earn more in the future, similar the relationship between IQ and earnings. Notwithstanding these problems we found that the fixed-effects model shows a positive relationship between cultural consumption and earnings, although the coefficient is smaller. Web Appendix 10: Cultural practice predicts future incomes, removing outliers (those whose incomes increased or declined by more than £10,000 over a one year period) 
